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This thesis is a case study of an association representing Out of Home (OOH) industry 
in Finland. The objective of the research is to investigate the current level of 
environmental responsibility in the member organizations of the association, and to 
provide recommendations on how the industry can grow sustainably and communicate 
about it.  

The theoretical framework covers sustainability, corporate responsibility (CR) and the 
dimensions of corporate responsibility, with an emphasis on environmental 
responsibility. In addition, topics such as reputation, stakeholders and stakeholder 
engagement, responsible supply chain, standards of environmental responsibility, CR 
communication and how associations can influence their members, will be discussed. 
These topics will help to understand the concept of CR and what other issues have a 
strong impact on CR.  

The empirical part of the thesis is conducted by using qualitative research methods. 
Both the member organizations of the association, and board members of the 
association are interviewed. The aim of interviewing the member organizations is to 
discover the current level of environmental responsibility, and by interviewing the board 
members it is intended to understand what the association considers important and how 
they perceive the topic.  

The interviews reveal, that in all member organizations they value the environment and 
care about the future of our planet, but the practices are still mostly on personal level. 
There are some practices on business level as well, like recycling, but it can be 
concluded that a more strategic touch is lacking from most organizations due to few 
resources.  

Recommendations on how to improve towards more sustainable performance are 
based on the interpretations of the interviews and the literature provided in the 
theoretical framework. The recommendations have been introduced to the association 
with a positive feedback, and it is assumed that this thesis project is a starting point at 
least to the point where environmental issues are discussed more within the industry.  

I confirm the consistency between this abstract and in the research paper.  
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1 Introduction 

The demand for sustainability is rapidly increasing as the natural resources are running out 

and, year by year, we are exceeding the Earth’s capacity to provide those resources. 

Marketing industry, as any industry nowadays should, is taking steps towards sustainable 

business. Marketing is an essential business function, as it is the interface between the 

organization and customers. It provides the organization information about the customers, 

their needs and values, and has the ability to influence the way publics think, feel and 

behave (Martin & Schouten 2012, 10). 

Sustainable marketing, defined by Martin & Schouten (2012, 10-11), is  

“The process of creating, communicating, and delivering value to customers in 

such a way that both natural and human capital are preserved or enhanced 

throughout.” 

Marketing communication, however, has been criticized for promoting continuous 

consumption and unsustainable behavior. Especially advertising is in the middle of the 

storm of criticism for its social and environmental impacts. Traditional media, such as TV, 

radio, print and Out of home, may feel as a wrong choice for marketers promoting 

sustainable products or services. Despite the criticism, marketing communication is an 

effective and useful tool for increasing the awareness and knowledge about any product or 

service, including the ones that promote sustainability (Belz & Peattie 2012, 200-204.) 

Out of home (OOH) industry is considered the last mass media and the strength of OOH is 

that it can’t be blocked with ad blockers or by changing a channel – it’s a medium that 

follows people during the day spent outdoors, reminding its existence on the way to work, 

hobbies, grocery store and home. During the last years, the industry has been in a 

transformation as the big wave of digitalization has crashed and enabled new OOH devices 

and ways of purchasing the media space. At the same time, OOH increases its share of 

media investments year by year, which means that the industry is growing (Outdoor Finland 

2019a).  

A common and very current trend is, that people are very interested in the environmental 

issues, and they expect that companies are acting responsibly towards the environment. 

Even growing amount of responsibly operating companies are requiring that their business 

partners are doing the same and sharing same ecological values. Values are affecting the 

choices individuals and organizations make. By aiming at sustainable performance and 

communicating about it, the organizations operating within OOH industry can provide the 

valuable information their current and potential clients want and need to make their 
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decisions regarding media space. 

This thesis will investigate how the OOH industry can grow sustainably by concentrating 

into the dimension of environmental responsibility. In Finland, the industry is rather small, 

and instead of investigating one or two organizations within the industry, it was decided that 

the research would be conducted as a case study for an association for outdoor advertising, 

Outdoor Finland. Outdoor Finland represents the OOH industry, aims to develop the 

industry, the quality of outdoor advertising and to increase the share of OOH in the paid 

marketing and media field (Outdoor Finland b).   

By using qualitative research methods, the aim of the research is to find out the current 

state and level of environmental responsibility in the member organizations of Outdoor 

Finland. The growth plans of member organizations and how they have planned to expand 

their businesses responsibly, is one topic of interests.  

Reflecting the results with theory, recommendations are provided on how to improve the 

industry towards more sustainable performance and what to consider when communicating 

about the practical improvements.   
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2 OOH in Finland and overseas 

Typical business in companies operating within OOH industry is to provide advertising 

space in sites that are out of people’s home. This means public spaces such as shopping 

malls, roadsides, public transport, airports, train stations, city bikes, cinemas and city 

centers, et cetera. Advertising space in these locations is typically posters, billboards, 

banners, advertisements on buses and trams or digital screens that are maintained by the 

OOH companies. Outdoor advertising covers whole Finland, but the focus is on the 

biggest cities.  

The maintenance of street furniture (bus stops and poster holders, in the common 

language within the industry “Abribus” and “Adshels”) and change of materials happens 

manually, if it is out of paper or other tangible material. The campaign time period is 

typically from 1-2 weeks to several months, depending on the type of device, which 

means that the posters need to be transported to the different locations nationwide weekly 

or every two weeks at its best. The posters then have to be disposed of. Digital screens, 

on the other hand, also need maintenance and electricity.  

The industry has been facing the wave of digitalization, and a share of devices have been 

changed from paper posters to digital screens. The devices are mainly from third party 

suppliers and manufacturers, which also needs careful consideration.   

Considering the industry, its changeability and heavy use and need of logistics, there is a 

lot to do concerning environment friendly operations. For the industry, environmental 

responsibility could mean recycling of used posters, usage of reusable materials, usage of 

electricity that comes from green sources, more efficient logistics and vehicles that use 

fuel from green sources. Companies operating within the industry also need to assess the 

responsibility of their suppliers.    

2.1 Ethical codes within marketing communications and OOH industry 

International Chamber of Commerce provides an ICC Advertising and Marketing 

Communications code on how to implement ethical marketing and respect good manners. 

The code is a framework intended for global application, with an objective to guarantee 

responsible marketing that is truthful, honest and legal, and to protect consumers from 

misleading or harmful marketing communications. The code underlines social 

responsibility and the commonly agreed social values such as equality and protection of 

children, use of violence, the content being decent and truthful (ICC 2019.)  
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In Finland, the Council of Ethics in Advertising applies the ICC code in its own instructions 

and have complemented them with additional principles concerning the good manners in 

marketing. The council proposes that it is against the good manners to present genders in 

a disrespectful way or use sexual allusions which are out of the context of the advertised 

product. They also emphasize, that an advertisement is not necessarily breaking the good 

manners with naked or scantily dressed people, unless they are presented in a 

disrespectful or degrading light (Kauppakamari 2019.)  

Also, the Finnish Association of Marketing, Technology and Creativity (MTL) promotes for 

ethical instructions for the industry it represents. It is obvious, that organizations must 

operate under the laws and regulations of each country. These laws and regulations 

protect consumers from misleading advertising, and they are complemented with ethical 

principles. The ethical principles are built on five key values: honesty and transparency, 

respect, reasonability, trustworthiness and excellent level of professionality. Being a 

member of MTL requires that an organization follows the ethical principles provided by 

MTL (MTL 2019.)  

Abroad, in Australia, the Outdoor Media Association (OMA) is an industry body for OOH 

industry. OMA describes their mission as “building a more sustainable industry by 

promoting the OOH industry and developing constructive relationships with stakeholders” 

(OMA 2013a). They have created a Code of Ethics, which the association requires all its 

members to adhere. The Code of Ethics include principles for doing business with 

advertisers, working with regulators, responsibilities towards communities and the 

environment (OMA 2019b). The responsibilities towards the environment include efficient 

recycling, use of fuel-efficient vehicles and reduction of energy, water and natural sources 

(OMA 2019c).  

Out of Home Advertising Association of America (OAAA), highly encourages its members 

adhering to its Code of Industry Principles. The Code of Industry Principles promotes free 

speech standards, respect for privacy, protection of children, support of worthy public 

causes, providing safe and efficient digital billboards and respect of the environment 

including reduction of waste and energy consumption and use of recyclable materials 

(OAAA 2019).   
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2.2 Outdoor Finland   

Outdoor Finland is an association for OOH industry in Finland. Outdoor Finland 

represents the OOH industry, aims to develop the industry, the quality of outdoor 

advertising and to increase the share of OOH in the paid marketing and media field. 

Currently, Outdoor Finland has ten member organizations including both large global 

organizations and local businesses. The board of the association consists of 

representatives of four of these companies.  

OOH advertising is a subject to license. The locations of OOH advertisements are usually 

owned by cities, municipalities or private landowners, who issue the license to build a site 

to that specific location. Road safety, for example, is an issue that can decline a 

permission. (Outdoor Finland 2019b)  

Outdoor Finland emphasizes, that the ethical principles and good manners regarding 

marketing, and provided by the Council of Ethics in Advertising, must be considered when 

planning outdoor campaigns. Outdoor Finland does not currently provide its own 

instructions for ethical principles specified for OOH industry. (Outdoor Finland 2019b) 

 
2.3 The research problem 

It is mentioned on the website of Outdoor Finland, that the association encourages and 

expects its members to follow the ethical principles provided by the Council of Ethics in 

Advertising, but environment and responsibilities concerning the environment are not 

mentioned at all. It is not clear, if these issues are taken into consideration or not, which 

provoked the idea of investigating that topic. After contacting the head of the board of 

Outdoor Finland, it was confirmed that the association considered the topic very important 

and current. However, the association did not know what kind of practices regarding 

environmental responsibility their members had, if any.   

The primary research problem was defined as sustainable growth, and how the industry 

could grow sustainably. 

For the industry to become more sustainable, Outdoor Finland should first have a clear 

understanding of the state of its member organizations’ environmental responsibility, and 

what things to improve. Providing recommendations to its member organizations on how 

to make sustainable choices when growing the business, can also foster the reputation of 

the industry.   
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It was decided that this research would first investigate the current stage of responsibility 

in member organizations of Outdoor Finland and what kind of values are driving the 

choices and decisions in member organizations, and reflect the results with theory. It was 

also considered important to investigate Outdoor Finland’s ambitions, what it considers 

important for the industry it is representing, and in what kind of ways the association itself 

could support and foster the industry to develop towards more sustainable performance. 

By finding out how both Outdoor Finland’s and its member organizations interests, and 

current operations meet with each other, recommendations for further development would 

be provided.    

2.4 Research questions 

The following research questions were formed to help solving the research problem: 

 

• What issues must OOH industry take into consideration in order to grow sustainably?  

• What factors affect the choices member organizations make concerning sustainability of 

its operations? 

• What kind of role can Outdoor Finland take in fostering the sustainable growth of its 

member organizations?   

 

To get answers to these research questions, two different types of sets of interviews were 

conducted during summer 2019. Interviewing member organizations of Outdoor Finland 

would provide answers to the first two research questions, and interviews with the board 

members of Outdoor Finland were intended to provide answers to the third research 

question.  

2.5 Structure and theoretical framework 

The first two chapters of this thesis introduce the Out of Home industry and Outdoor 

Finland, the association that represents the industry. Some ethical codes and best 

practices from OOH associations from Australia and America are introduced as well.  

In chapter three, the theoretical framework of sustainable development and corporate 

responsibility will be discussed from various aspects. Topics such as stakeholders, 

reputation, competitive advantage, communication and the significance of associations 
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will be covered. These topics were considered important, to gain a full understanding of 

why CR is important for the industry. This thesis will focus on environmental responsibility, 

which will be provided with more deeper insights than other dimensions of corporate 

responsibility.  

This thesis is conducted as a case study, and the attributes of a case study will be 

presented in chapter four. The chapter also introduces the research process, what 

research methods were used, how the data was gathered, and how the interviews were 

conducted. Finally, the chapter explains how qualitative data is analyzed in general and 

how the data for this research was analyzed.  

Chapter five presents the key findings of the interviews with both member organizations 

and members of the board. These two sets of interviews are presented in their own 

subchapters.  

Recommendations based on the research will be reported in chapter six. As it is intended 

to only provide recommendations for Outdoor Finland, the feedback of the board will be 

considered as the evaluation of success of the project. It will be for Outdoor Finland to 

decide, whether they will put the recommendations into practice.  

Conclusions will be presented in the final chapter. Furthermore, validity and reliability 

issues will be discussed in this chapter, as well as the evaluation of own learning.  

The interview questions, as well as the presentation created for Outdoor Finland to 

introduce the findings and recommendations, will be provided in the appendices. 
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3 Sustainable development and corporate responsibility in marketing 
industry 

Even though the concept of responsibility in the business context is not new, defining a 

term for it has been difficult. Terms such as corporate social responsibility, corporate 

responsibility, corporate citizenship, sustainability or sustainable development can be 

confusing, as organizations using the different terms may not always define whether they 

are implementing one or all three dimensions of responsibility (ecological, economic and 

social) in their business.  

The European Commission defines corporate social responsibility (CSR) as companies 

voluntarily including efforts concerning the society and the environment in their business 

and interaction with their stakeholders (Haapala & Aavameri 2008, 17). In this definition, it 

is important to emphasize that corporate social responsibility is voluntary, and it is not 

charity. Donating money for associations or those in need does not make a company 

socially responsible, if at the same time the company is trying to hide its unethical 

behavior.  

Corporate responsibility is the term that will be used in this thesis, as it best implies to the 

responsibility of organizations. The empirical part of this thesis is focused on the 

ecological dimension of corporate responsibility, and therefore the term environmental 

responsibility will be used as well.   

The chapter will now introduce sustainable development and different dimensions of 

Corporate Responsibility (CR), and various areas and aspects that are considered 

essential to describe the phenomenon and why it is important for organizations to operate 

responsibly.  

3.1 Sustainable development 

Sustainable development is a macro level term commonly used in the context of 

responsibility. United Nations define sustainable development as:  

“Development that meets the needs of the present without compromising the 

ability of the future generations to meet their own needs.” (United Nations 

2019.) 

This widely known and used definition of sustainable development was first presented in 

Brundtland Report in 1987. A World Commission on Economic Development, also known 

as Brundtland Commission, was established in 1983 by the United Nations to agree on 
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“environmental strategies for achieving sustainable development by the year 2000 and 

beyond” (Blowfield & Murray 2014, 56). Concerns about the environment and 

sustainability of our planet were increasing, and it was realized that we couldn’t continue 

neglecting the consumption of the natural resources (Blowfield & Murray 2014, 56-57). In 

the beginning, sustainable development was more focused on the environment and 

ecological aspects, but economic, cultural and social dimensions were then added. In the 

Brundtland Report, the basic idea of sustainable development is that ecological 

sustainability requires economic and social efforts as well (Haapala & Aavameri 2008, 15.) 

In 2015, the UN declared the 2030 Agenda for Sustainable Development and its 17 

Development Goals concerning all three dimensions of sustainability: economic, 

ecological and social (including cultural). The agenda is expected to be applied in all 

countries to stop poverty and enable economic growth, support education, health and 

protection of the people, and to protect the environment and stop the climate change 

(United Nations 2019.) 

Sustainable development is focused on the future. From sustainable development point of 

view, organizations must take the three dimensions of sustainability into consideration and 

keep them in balance in their decision making they do today, to secure the future 

generations’ needs in their businesses (Rohweder 2004, 16.) Juutinen & Steiner (2010, 

20) claim that an organization that follows the principles of sustainable development, is 

responsible in its business.   

3.2 Corporate responsibility (CR) 

In the early 1930’s, academic writers focused on the responsibilities of individual business 

leaders with a common idea of success and responsibility going hand in hand (Blowfield & 

Murray 2014, 40). Davis (1973 in Blowfield & Murray 2014, 42), one of the first corporate 

responsibility theorists, argued that the responsible actions of a business leader should 

rather be considered as corporate responsibility. Around that time, it was also recognized 

that responsible behavior might in the long run benefit a company economically (Blowfield 

& Murray 2014, 42).   

Organizations have a huge effect on the society: we consume food, medicine, energy, 

clothes and services provided by organizations. Organizations create jobs, infrastructure 

and houses for us to call our homes – they are members of the society (Koipijärvi & 

Kuvaja 2017, 17.)  

As members of the society, organizations have been given the legal and political rights. 

The term, corporate citizenship, refers to the portfolio of activities that organizations 
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undertake to fulfil their perceived duties as members of the society (Cornelissen 2017, 

254). Like individuals, along with the legal and political rights and duties they have, 

organizations as well are legally responsible for their actions (Harmaala & Jallinoja 2012, 

15). 

Davis (1973 in Blowfield & Murray 2014, 7) argues that corporate responsibility begins 

where the law ends. This idea emphasizes the nature and values of an organization – 

what the organization is willing to do for the benefit of the society and its stakeholders.  

Juutinen & Steiner (2010, 23-25) agree with this. They claim that international legislation, 

regulations, standards and international declarations, for example, define the guidelines 

organizations must follow in their operations. However, considering corporate 

responsibility it is not enough to follow these guidelines. In corporate responsibility, it is 

essential to also consider an organization’s stakeholders and their expectations, 

minimizing disadvantages and maximizing advantages that the operations of an 

organization might cause to its stakeholders. 

Stakeholders are any individuals or groups that are affected by or can affect an 

organization and its operations (Freeman 1984 in Rawlins 2006, 2). Stakeholders and 

their relationship to CR will be discussed further in subchapter 3.7. Harmaala & Jallinoja 

(2012, 16) consider stakeholders of an organization very important in the context of 

corporate responsibility. They argue that corporate responsibility is about organizations 

working together with society towards social and environmental well-being, with an 

emphasis on their stakeholders. 

Transparency in business and in business operations is getting more important all the 

time. Stakeholders have a right to demand information from organizations, and 

organizations are obliged to provide that information. Consumers need information about 

organizations, to define what to expect from them, which then can affect on factors that 

are important for an organization: reputation, trust, approval or even responsibility (Juholin 

2017, 43-44.) Transparency and brand reputation have a huge influence on how a brand 

or organization is perceived by the consumers.  

Bad reputation resulting from unethical business, for example, can be fatal for an 

organization. Internet and social media are speeding up the flow of information, and 

therefore it is important for organizations to communicate transparently and truthfully 

about their actions, to avoid misinformation. Haapala & Aavameri (2008, 70-71) remind 

that transparency is a way of thinking: to live in the truth and being brave about talking 

about issues with their real names. Greenwashing can be as fatal as pure lying, when the 

truth is to be found out. Friend (2009, 68) also emphasizes the importance of telling the 
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truth. Greenwashing, overstating or misrepresenting green claims untruthfully, may quickly 

cause trouble.  

Friend (2009, 70) presents a quote by the author Mark Twain, that concludes the essence 

of telling the truth versus lying and fear of getting into trouble: 

 “If you tell the truth, you don’t have to remember anything.” 

The next subchapter will discuss how CR activities affect the perceptions stakeholders 

have of an organization. 

3.3 CR and corporate reputation 

Reputation is an evaluation of an organization, how well it performs in its own industry and 

is it trustworthy or not (Juholin 2017, 170). Stakeholders have expectations for 

organizations, their activities and performance. Expectations can raise emotions such as 

appreciation, satisfaction, dissatisfaction, disappointment, shame and anger. Therefore, it 

is important for organizations to understand their stakeholders’ expectations and try to 

meet with them. Understanding the expectations might also help organizations to identify 

why stakeholders react to their activities the way they do. Ignoring the expectations might 

have a negative impact on the organization’s reputation (Luoma-aho & Olkkonen 2014, 

224; 226.) 

Fombrun & Low (2011, 21-22) argue, that well managed reputation can contribute to 

competitive advantage and economic value. Managing reputation can be difficult, as 

reputation is about perceptions, image and knowledge stakeholders have of an 

organization. Therefore, transparency and communication play a big role in maintaining 

the reputation.  

The way an organization operates in its industry and the actions it takes, including 

communication efforts, can affect its reputation. Corporate reputation has an influence on 

whether stakeholders consider an organization trustworthy or not, and the dimensions of 

corporate responsibility – social, ecological and environmental – are important factors 

affecting the corporate reputation. In their study, Hasan & Yun (2017, 83-85) found that 

there’s a positive relationship between corporate responsibility and corporate reputation.  

Using multiple sources in their report, Axjonow, Ernstberger & Pott (2018, 432) also 

conclude that CR actions and communicating about them can result in stakeholders 

associating the company as a good one, and therefore affects its reputation in a positive 

way. Axjonow et al. (2018) found that companies need to provide appropriate information 
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for stakeholders’ needs and use platforms these stakeholders use as a source of 

information. For non-professional stakeholders, such as customers, employees and 

general public, CR reports might be too overwhelming with the amount of information. On 

the other hand, information provided on company websites, for example, were found to 

have a positive impact on the corporate reputation. In addition, the performance of the 

company needs to be in line with what is communicated outside the company (Axjonow et 

al. 2018, 432; 447.) 

Arendt & Brettel (2010) have investigated the impact of CR in terms of company success, 

reputation and attractiveness in both service- and product-based industries. In their study, 

they state that CR does strengthen the positive image stakeholders have of an 

organization implementing CR activities in their business. They emphasize that in smaller 

businesses the effect of positive image caused by CR activities is as much or even 

greater than in larger organizations, as it can be perceived that in smaller companies the 

implementation of CR is moral based rather than strategic acts (Arendt & Brettel 2010, 

1477; 1483.) 

3.4 Dimensions of corporate responsibility 

Corporate social responsibility was broken down into a triple bottom line -model created 

by John Elkington. The model presents that responsibility consists of three dimensions: 

social, economic and ecological dimensions. Often a fourth dimension from sustainable 

development, cultural (which can also be included in social responsibility) is added to the 

model (Koipijärvi & Kuvaja 2017, 18). 

 

 

 

 

 

 

 

 

Figure 1. Triple bottom line by John Elkington. Source: Koipijärvi & Kuvaja 2017, 19. 
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25 years after introducing the triple bottom line -model, John Elkington explains that the 

model was intended to encourage companies thinking further of capitalism and consider 

more economic – not just financial effects of the company’s activities. He says that 

sustainability can’t be only about measuring the profits or losses, but also considering the 

well-being of people and our planet. In his recall, Elkington highlights that the model was 

indeed designed to provoke thinking from creating financial profits to a more 

comprehensive perspective of doing good for the world (Elkington 2018.) 

Economic responsibility is visible to stakeholders in different ways, and it can be direct 

or indirect. Direct responsibility is to pay salaries to employees, taxes to the government 

and dividends to shareholders and owners. Indirect responsibilities can be, for example, 

affecting the political economy by significant innovations or providing work through supply 

chains. Considering sustainable development, organizations can’t only try to reach 

economic advantages, but environmental and social aspects need to be considered as 

well (Rohweder 2004, 97-99). However, being economically profitable is the only way to 

ensure ecological and social efforts.  

Social responsibility is focused on people and the direct impacts are on well-being and 

training at work. Also, respecting different cultures, values and diversity at the work 

environment is part of social responsibility, as well as providing safety at working sites, 

health care for all employees, taking care of the motivation of employees by providing 

decent salary, training possibilities and development opportunities.  

Indirect social responsibility involves dialogue with different stakeholders such as 

communities, authorities and political decision makers. Safety and quality of the 

organization’s products and ethical advertising are also part of social responsibility, as 

well as providing work and paying taxes to the cities and communities (Rohweder 2004, 

103-104.)  

Global problems concerning the limits of the non-renewable natural resources and limited 

production of renewable natural resources are in the center of ecological responsibility. 

Direct responsibility regarding ecological performance means that an organization must 

consider the impacts they directly have on the environmental issues, control and maintain 

the environmental risks and sustainable use of natural resources. Responsibly operating 

organization plans its operations so that it uses the needed resources and energy 

appropriately, minimizes waste and emissions, and executes the plans accordingly. An 

organization must also take care that the whole supply chain; production, product 

development, logistics, consuming and recycling operates accordingly. Indirect 
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responsibility can include taking part in projects that aim to protect the nature and 

biodiversity of the globe (Rohweder 2004, 99-100.) 

Protecting the environment is typically seen as anthropocentric, human-centered, which 

claims that people are only interested in the kind of environmental protection that have an 

impact on their interests and values as well as moral relationships with other people. 

Anthropocentric way of protecting the environment means that people make decisions that 

foster their well-being, including economic and ecological factors. Therefore, protecting 

the environment concerns protecting the well-being of both people and environment, and 

supports the ecologically sustainable development (Rohweder 2004, 46.) Staib (2005, 34-

35) explains, that anthropocentric way of thinking may not always consider the 

environment first, but the well-being of people. The fear of acting unethically and being 

accused for it by stakeholders or causing direct danger for people by dumping toxic waste, 

for example, to the nature might be reasons for acting environmentally responsibly. On the 

other hand, if an action is considered not too serious for the nature or ecosystem, but 

profitable for the company, the benefit over the cost might be a reason for making an 

irresponsible decision. 

Ecocentric philosophy does not justify doing harm to the nature for the benefit of a 

company or people. Ecocentrism emphasizes, that humans are just another species 

among the others and have no privilege over the nature. Additionally, there’s an idea that 

humans don’t know enough about how the ecosystem works and therefore the nature 

knows best (Staib 2005, 36). 

Awareness and some concerns about the environment and business growth affecting the 

environment negatively began slowly to evolve in the 1960’s. During the time it was still a 

common mind-set, that the significance of protecting the environment and growing 

business were issues that could not be reconciled. This was a problem for business 

managers trying to grow their business, especially as regulations and laws concerning the 

environment started to come into effect. In the early 1970’s until mid-80’s there could be 

seen resistance to environmentally responsible behavior in companies, as they tried to 

fight against these regulations. 1980’s was a time for changing the attitude and finding 

solutions to prevent environmental offenses instead of punishing companies that operated 

in such ways. Concerns about the environment increased, and the Brundtland report was 

released in 1987, after which the approach in environmental responsibility in companies 

started to shift towards the idea of receiving a win-win situation combining protecting the 

environment and business growth. A win-win situation, in this context, could mean that 

changing processes towards more eco-efficient way would save money. Changing 
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machinery, for example, to newer technology using cleaner engines and causing less 

pollution, would in the long run save costs in resources (Argenti 2016, 76-78.) 

In the 1990’s it became more clear that greener business, finding eco-efficient ways of 

doing business, could be a strategic opportunity to influence the economy of a company 

as well. However, eco-efficiency was criticized for only doing less damage to the 

environment, and that eco-effectiveness was the way to go. Eco-effective approach seeks 

doing more good for the environment than just decreasing the harms of already existing 

operations (Argenti 2016, 79-80.) 

Awareness and concerns about the environment and our planet have only increased 

during the years. Organizations and people are not doing enough for the environment. 

After the release of the two latest reports by Intergovernmental Panel on Climate Change 

(IPCC) in October 2018 and August 2019, the accuracy and seriousness of the issue have 

been noticed in the media, it has affected the politics world-wide and made consumers 

more conscious.  

In 2015, the Paris Agreement declared that the global average temperature should be 

limited to below 2°C, preferably 1,5°C increase from the pre-industrial levels. The IPCC 

report released in August 2019 showed that for that goal to be achieved, better land 

management and reduce of greenhouse gas emissions from all sectors are required 

(IPPC 2019.) 

There are several guidelines provided for organizations to help and guide them in 

responsible performance, such as United Nation’s Guiding Principles on Business and 

Human Rights, Global Compact for supporting human rights, providing principles in work 

life and protecting the environment, and Global Reporting Initiative (GRI) which provides 

guidelines for what efforts are essential for organizations to report (Koipijärvi & Kuvaja 

2017, 40-42.) 

Rohweder (2004, 77) reminds that all three dimensions of corporate responsibility are 

linked with each other. An organization must be economically responsible to ensure its 

ability to be socially and environmentally responsible, which then affect the profitability of 

the organization. 
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Organizations operating within specific industries can have unequal resources considering 

their abilities to focus on the different dimensions of CR. An association representing an 

industry can also take the lead in guiding and shaping its member organizations activities, 

which can then affect the performance, reputation and competitiveness of the whole 

industry. The next subchapter discusses the characteristics of trade associations 

representing specific industries, and whether an association can or should influence the 

operations of its member organizations. 

3.5 Associations and CR 

Schmitter & Streeck (1999 in Kerrigan & Schaefer 2008, 173) argue that in homogeneous 

industries, the interests are very similar but the likelihood of competing directly with each 

other rather than finding mutual benefits is bigger. Unequal resources, due to the size of 

member organizations, is also considered a factor that might prevent new potential 

members to join an association. However, factors such as external competition, state 

intervention, complementary of members and social cohesion might be intriguing enough 

to associate.  

Associations are more likely to influence the industry they represent, if the member 

organizations have a high degree of cohesion and communality, and they have less 

competition over each other. Being dependent on similar sources of support and 

experiencing pressure of external competition make member organizations more 

susceptible to the influence of the association. (Kerrigan & Schaefer 2008, 173) 

In case of a whole industry being criticized or accused of something, for example causing 

too much light pollution, it might be more efficient for an association to lead the industry 

through the public pressure and provide guidance for the member organizations on how to 

develop the issue (Gupta & Brubaker 1990 in Kerrigan & Schaefer 2008, 174). In their 

research, Kerrigan & Schaefer (2008, 193) found the suggestion by Gupta & Brubaker 

applicable, and argue that industry associations can contribute to the pressure coming 

from societal expectations by shaping the member organization’s activities in a positive 

way.    

Bansal (2005 in Galan, Moura-Leite & Padgett 2012, 1204) argues that CR activities in 

organizations are strongly linked with the resources the organization has. CR activities 

take financial and/or human resources, as new technologies, suppliers or processes need 

to be identified. For this reason, organizations operating within the same industry might 

vary with their CR activities, depending on how successful they are financially or how 
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much staff they have. This inequality of resources can easily result in other companies 

achieving competitive advantage.  

An industry association can be beneficial for organizations with limited resources, as it can 

potentially share the competitive characteristics for all members. Organizations with less 

resources can then imitate the activities other organizations have found or created, which 

on the other hand narrows down the competitive gaps and competition between 

organizations within the same industry, but on the other hand can benefit the whole 

industry. (Galan et al. 2012, 1204) 

DiMaggio & Powell (1983 in Galan et al. 2012, 1205) argue, that similar organizations 

operating within the same industry typically tend to develop similar competitive strategies, 

as they share so many common influences and characteristics of the industry.  

Based on their study, Galan et al. (2012, 1214) suggest that both industry- and firm-

specific factors should be considered simultaneously. They explain, that when evaluating 

the performance of an organization, it should be placed in the context of the industry the 

organization is operating in. This simultaneous evaluation might put the subject in a new 

perspective. Therefore, for some industries it might be important to consider which is more 

important – competition within the industry or developing the industry together for common 

good. 

3.6 Strategic corporate responsibility and competitive advantage 

CR is considered strategic, when it is part of an organization’s values, business model, 

business strategies and operations. Corporate responsibility also can help an organization 

achieving competitive advantage by finding new products or services, that meets with 

stakeholders’ needs (Juutinen & Steiner 2010, 39.)   

Argenti (2016, 51-52) explains that strategic CR differs from responsive CR by aiming to 

create shared value and expanding the connections between societal and economic 

issues. Strategic CR can make a company more profitable and increase growth, if new 

markets or ways to differentiate from others are identified.  

Corporate responsibility can make an organization  

• Competitive  

o new products and/services for customers’ needs 

o attractive in the eyes of new recruits and investors 

o committed employees 
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o efficient risk management 

• More efficient in networking and communicating 

o listening to stakeholders needs  

o product development 

• More efficient processes 

o cost-effectiveness 

o effective use and saving of energy, water, logistics, materials 

• Focus on values 

o customers and employees are more and more interested in sharing the 

same values with the company they are doing business or working with 

(Juutinen & Steiner 2010, 40). 

Environmental issues and concerns about the future of our planet are topics that we 

constantly see the media writing about, but not all companies are reacting to them. This 

might be because of the lack of resources or knowledge. But as the consumers are 

getting more and more conscious and educated about the issues, their behavior and 

attitudes are assumed to be changed as well. This will affect the organizations in different 

industries and force them to think in a new greener way. This is the time, when 

organizations can achieve competitive advantage by listening to stakeholders and their 

needs – and differentiate from the competitors. Juholin (2017, 178) argues that 

responsible business doesn’t bring significant competitive advantage anymore, as it 

should be a prerequisite for business. However, not doing anything is another way to 

differentiate, but in a negative way. Fisk (2010, 42) concludes, that differentiation needs to 

be relevant and important for the stakeholders.  

Rohweder (2004, 133-134) reminds that a business strategy is based on a company’s 

values. In a business strategy, corporate responsibility is not just a separate dimension or 

one part of the strategy, but comprehensively integrated into all operations in the business 

model.  Fisk (2010, 39-40) agrees and emphasizes that it is not essential to create a 

sustainability strategy, but a business strategy that embraces sustainability at its core. In 

his book, Fisk represents a business strategy for sustainable growth.  The model of 

business strategy for sustainable growth consists of three questions: where, what and 

how? 
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Figure 2. Business strategy for sustainable growth. Source: Fisk 2010, 40. 

When creating a strategy, it can be useful to evaluate the current situation of the 

organization: the current existing markets, consumers and clients, technologies and 

processes used and the expectations of stakeholders, imagine what the world will be like 

from these aspects in five or ten years, and then plan how to get there (Fisk 2010, 41.) 

Achieving competitive advantage of corporate responsibility is strongly linked with the 

needs and expectations of the society and stakeholders. Fisk (2010, 42-45) claims, that 

as social and environmental issues are important topics for the consumers of today, these 

areas also offer the most opportunities to differentiate in and achieve competitive 

advantage. Doing good does not mean that the consumers should compromise, or the 

organization should do less money with its business – it means to do good for the 

business and for others. 
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In today’s world, the flow of information is incredibly rapid. The power of media and social 

media is stronger than ever, and they affect people’s opinions and values. For companies, 

it is important to understand what is expected from them and to react accordingly. In the 

end, stakeholders provide the license for businesses to operate – or fail.  

3.7 Stakeholders and CR 

To whom is business responsible? If we would’ve asked this question in the 1960´s from 

the economist Milton Friedman, the answer would’ve been “to the law and its 

shareholders” (Blowfield & Murray 2014, 46.) However, the way of thinking has changed 

from those times and shifted more from shareholders towards stakeholders. It can be 

assumed, that companies require a license to operate, an approval from their 

stakeholders and the society to function properly and efficiently. (Blowfield & Murray 2014, 

46-47) And as the approval has been received, companies are expected to operate 

accordingly.  

An organization is obliged to consider its stakeholders’ expectations, needs and values in 

its operations. By respecting the stakeholders, an organization justifies its existing and 

acts responsibly. (Kujala & Kuvaja 2002, 84)     

Chandler (2017, 92-94) considers organizations to practice corporate stakeholder 

responsibility. He claims that organizations reflect the reactions of stakeholders in its 

actions and that stakeholders actually define how the organizations should create value 

for them. This means, that organizations can’t afford performing irresponsibly towards the 

environment, for example, if stakeholders consider that important. 

When considering the stakeholders from CR point of view, it is important to consider 

which stakeholders are directly or indirectly affected by the actions of the organization, 

and which stakeholders are accordingly affecting the organization itself. An organization’s 

view about the relationship with the stakeholder group and what the stakeholders are 

expecting from it, is also very important to consider. On the other hand, how does the 

stakeholder group understand the relationship and what is expected from it?  

CR might widen the traditional group of stakeholders or potential stakeholders, and when 

communicating with them it is important to talk about the topic that interests that particular 

stakeholder group (Hillgrén 2014.) 
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3.8 Engaging stakeholders 

Cornelissen (2017, 65) summarizes that having stakes – financial or other interests – in 

an organization should be inclusive, which means that organizations should communicate 

and engage with all stakeholders. He argues that this inclusiveness is emphasized 

especially in an organization’s CSR initiatives. Stakeholders and organizations are 

interdependent with each other. Stakeholders are affected by the operations of an 

organization, but they can also influence the operations of an organization. According to 

Juholin (2017, 149), responsible dialogue between a stakeholder and organization 

indicates of engagement and doing good. Additionally, a good dialogue benefits all.   

A model of strategic stakeholder communication and strategic work community 

communication, both presented by Juholin (2017, 122; 148), suggests that these strategic 

practices consist of planned and led conversations, communication that emphasizes and 

strengthens the community, clear and factful messages and responsible dialogue.  

Planned and led conversations are well prepared, focusing on a specific theme or themes. 

The objective in these conversations is for the stakeholders to understand the strategy 

and legitimacy of the organization and provide them the opportunity to give feedback and 

contribute with ideas.  

The members need to feel that they are working together for the common good, their 

contribution is valued and ideas more than welcome. Messages that are communicated to 

them, need to be clear and understandable. Communication that strengthens the 

community can be for example events, workshops or seminars that gather everyone 

together. It is important to feel committed and engaged. 

Dialogue increases understanding and engagement to the subject. Having open dialogue 

is very useful for all parties: everyone has the opportunity to hear and be heard and share 

thoughts and ideas. Responsible dialogue is for everyone to present their interests and 

concerns, no one to manipulate the conversation or hide important information (Juholin 

2017, 148-150.) 

Engaging stakeholders involve two-way communication, finding mutual understanding and 

desire to develop together. The objective of engaging stakeholders is to build long-term 

partnerships and fruitful collaboration with them. Stakeholder engagement emphasizes 

mutual benefits, creating new opportunities together, exceeding stakeholders’ 

expectations and regulatory requirements in the industry an organization is operating 

(Cornelissen 2017, 75-76.)  
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Cornelissen (2017, 259) introduces three communication strategies for CR, that 

organizations might find useful. The first strategy is informational and aims to objectively 

provide information on an organization’s responsibility activities. Since this strategy is one-

sided and can also be perceived as persuasive or even marketing, it can be risky to use 

(Cornelissen 2017, 259.) 

A stakeholder response strategy invites stakeholders to give feedback and present their 

opinions and expectations on an organization’s responsibility activities. The downside to 

this strategy is, that the decisions are already made by the organization, and the 

stakeholders do not have that much influence on the activities. Although the stakeholder 

response strategy is considered two-way communication, in the end it can be more one-

sided than two-way (Cornelissen 2017, 259.) 

Stakeholder involvement strategy provides real dialogue between an organization and its 

stakeholders. It is about the organization trying to meet or even exceed the expectations 

of stakeholders and being influenced by them, as well as influencing the stakeholders. By 

involving stakeholders, and organization engages with them and approves that the 

company may change according to stakeholder expectations in the future. (Cornelissen 

2017, 259-260) 

3.9 Communication and CR 

Earlier CR communication was considered crisis communication and as a reactive action 

or response to something negative. Today, CR communication is more proactive and 

considered as reputation management and an activity creating competitive advantage for 

an organization (Hillgrén 2014.) Also Harmaala & Jallinoja (2012, 162) claim that CR 

communication is marketing communication, when the content includes CR related 

elements and activities. In addition to building a brand image or achieving competitive 

advantage, communicating about CR activities can increase interaction between 

stakeholders and result in product development, development of processes or 

improvements and efficiency in logistics, for example (Hillgrén 2014.) 

Also reporting is considered CR communication, which is voluntary and intended to both 

internal and external use. Reporting about CR activities is a way to provide facts and 

information for supporting decision making, but it also fosters openness and transparency. 

Reporting about CR has sometimes been criticized for being primarily provided for 

commercial needs, which is difficult to argue against. The objectives of CR communication 

are typically to inform, create awareness or build dialogue with different stakeholders. 

Another issue for criticism is, that when the yearly reports are published, the information in 
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them is already old (Harmaala & Jallinoja 2012, 166-167; 221-223.) Annually published 

CR reports that provide a comprehensive view of the big picture and long-term activities is 

not enough. Stakeholders also need fresh updates and current validated information, 

which can be provided by integrated reporting – short reports that highlight information 

that is essential and interesting for specific stakeholders (Juholin 2017, 178.) 

Communicating about organization’s CR actions requires, that something has already 

been done. Messages need to be truthful and based on real facts. In the beginning, the 

organization needs to know the starting point and current level where they are operating 

(including all operations, not only CR activities) and create trustworthy content and 

messages for communication (Hillgrén 2014.) 

In the context of ecological responsibility, the activities an organization has concerning the 

environment can include, for example, minimizing emissions, decreasing waste and 

focusing more on the responsibility of the supply chain. These issues can be difficult for 

stakeholders to understand, and when communicating about them, the messages need to 

be understandable and simplified, and targeted to the right stakeholders that find the 

information relevant (Hillgrén 2014.)  

Additionally, the facts that are presented in communication messages, must be able to be 

verified. Friend (2009, 68) reminds that messaging about green activities is an easy way 

to get into trouble, if the content is disconnected with reality. Consumers and other 

stakeholders are more aware of the environmental issues and are searching for 

information about organizations and their environmental actions and can easily identify 

messages that aim to greenwashing. For the sake of credibility and reputation, it would be 

important for organizations to provide information that can be trusted.  

Greenwashing means to gloss over the truth so that it seems prettier than it actually is, or 

the messages an organization is sending are vague and can be perceived in many 

different ways (Juutinen & Steiner 2010, 174.) 

A green statement must be based on truth, accurate and easily verified. It also must be 

clear for everyone to understand and precisely present what the statement is about. For 

example, a company could say that their products are made of 80% recycled paper 

(Juutinen & Steiner 2010, 174.) 

Statements that claim that a product is “green” or “responsible” are vague and do not 

provide any specific information. Exaggerating the eco-friendliness would also be 

considered as greenwashing (Juutinen & Steiner 2010, 175.) For example, if a company 

stated that they are decreasing their Co2 emissions twice as much as previous year, but 
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the amount was still very little, the statement wouldn’t have any value and therefore would 

be greenwashing. 

Communicating about CR can be difficult, and it should preferably be not too aggressive. 

Aggressive CR communication or messages that highlight CR activities can be perceived 

in a negative way or even greenwashing (Cornelissen 2017, 259.) However, some 

organizations don’t communicate about their activities at all, which can be seen as not 

having any responsibility activities. For example, in April 2019, Eetti Ry evaluated Finnish 

clothing companies’ corporate responsibility based on the information provided on their 

websites. One company, R-Collection, was categorized to the second lowest category 

based on the provided information, which made the company look much worse than it was 

in reality. R-Collection replied, that for them the problem is not in being irresponsible, but 

in their ability to communicate about their activities to the publics. (Yle 2019) 

The level of responsibility is not only measured by the actions of the organization itself, 

but also the actions of its supply chain does have an impact on how the organization is 

perceived by other stakeholders. The next subchapter will discuss the factors of a 

responsible supply chain, and how an organization can influence its suppliers’ CR 

activities.  

3.10 A responsible supply chain 

Suppliers are an important stakeholder group influencing an organization. An organization 

can’t say it’s doing responsible business, if the supply chain is not verified responsible as 

well. Preferably, each part of the supply chain supports the strategy an organization has 

chosen to implement. For example, logistics, can have a huge negative impact on the 

environment but making sustainable choices on operational and strategic level, it is 

possible to decrease the impacts. Doing business with a supplier that works socially or 

environmentally unsustainable way is a potential risk for an organization’s reputation 

(Harmaala & Jallinoja 2012, 179-180.) 

Organizations can require their suppliers and clients to commit to the national legislations 

and principles of social and environmental sustainability, to respect the human rights and 

do ethical business. Risk evaluation of suppliers is typically done by global organizations 

using suppliers from countries that work for lower costs. These suppliers can be 

categorized by their level of responsibility or ethical principles, and often organizations 

help them to reach an acceptable level. Ethical instructions for suppliers are considered 

one way to increase the responsibility of supply chains. Helping suppliers to develop their 

performance is another approach of being responsible. If organizations would ignore all 
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unethical suppliers and only choose the responsible ones, there wouldn’t be any 

development and unethical companies would continue operating (Harmaala & Jallinoja 

2012, 180-181.) 

Verifying whether a supplier is responsible or not can be challenging, as there might be 

many links in the supply chain. Agreements on responsible performance and violating the 

agreement at the threat of a fine can be one way, but it doesn’t fully eliminate the potential 

risk of a supplier violating the agreement anyway. Requiring specific documentation, such 

as certificates, and information about different processes, or a third-party auditing are 

more efficient ways to evaluate and verify the suppliers’ performance, but it requires time 

and resources (Harmaala & Jallinoja 2012, 184.) 

So, what kind of performance can organizations expect from their responsible suppliers, 

distributors and subcontractors? A responsible supplier considers social and 

environmental aspects in its operations. Decent and safe working conditions with 

reasonable working hours and salary, reduction of energy consumption, usage of 

renewable materials when possible, decrease of waste and pollution and efficient logistics 

and other processes are issues that need to be considered. (Fisk 2010, 132) 

Koipijärvi & Kuvaja (2017, 176) argue that knowing the suppliers personally and trusting 

them based on conversations is good, but not enough convincing other stakeholders. In 

global business, where the supply chains can be long, certificates issued by a third party 

are often required to verify the responsibility of suppliers. Koipijärvi & Kuvaja also remind, 

that a company can’t certify itself.  

3.11 Environmental standards and certificates  

Certificates are a way to communicate, that a company is taking sustainability issues 

seriously. There are many types of certificates and standards available for verifying 

sustainable business operations. The most well-known global environmental series of 

standards is ISO 14000, of which ISO 14001 is the most common one. ISO 14001 

includes guidelines for sustainable usage of energy, managing greenhouse emissions, 

life-cycle analysis, communication, identifying risks and opportunities and how 

environmental issues can be integrated to the business strategy. The aim of the standard 

is to contribute to the United Nation’s 2030 Agenda for Sustainable Development and 17 

sustainable development goals (SDG’s). ISO (International Organization for 

Standardization) does not issue certificates, but only provide the standards and 

guidelines. To become ISO certified, an organization should apply for a verification from a 

third party, from a specific company specialized in issuing certificates. (ISO 2019)  



 

26 

 

EMAS (Eco-Management and Audit Scheme) by the European Commission is another 

standard for environmentally responsible business. As well as the ISO 14001 standard, 

also EMAS provides guidelines for improving the business to be more sustainable. Unlike 

ISO 14001, EMAS also requires organizations to publicly report about their actions. 

(Ketola 2005, 155; European Commission 2019) 

FSC (Forest Stewardship Council) and PEFC (Programme for the Endorsement of Forest 

Certification) are certifications for forestry and forest industry. Sustainable forestry values 

the biodiversity while doing socially and economically profitable business. Certifying 

forests is a way for forest owners to communicate about their responsibility and 

sustainable business. (Koipijärvi & Kuvaja 2017, 172) 

Green Office certificate is an environmental certificate for workplaces and offices. The 

main objective is to support organizations to set goals, measure results and improve the 

environmentally friendly performance. Certified offices are expected to report yearly to 

WWF.   

Green Office has seven themes including the commitment of management, 

communication and engaging employees, energy and water consumption, acquisitions, 

recycling, transportation and food. It provides tools for improving the environmental 

impacts, such as calculating the carbon footprint of the particular office (WWF 2019.) 

Global Reporting Initiative (GRI) is a process developed to provide globally admitted and 

consistent guidelines for organizations to report about sustainability. Reporting might help 

organizations to set goals, measure performance and manage change to become more 

sustainable. GRI concerns economic, environmental and social aspects. According to 

GRI, environmental sustainability concerns organization’s impact on living and non-living 

natural systems; land, air, water and ecosystems. The impacts are related to inputs (water 

and energy) and outputs (emissions, effluents and waste). As the scale of reported issues 

is very wide, small companies might find it difficult to follow the guidelines due to lack of 

resources. Yet still, the GRI guidelines are available for everyone, so it is possible to 

follow them at least partially (Global Reporting Initiative 2015.)    

Certificates and standards have been criticized for not requiring concrete evidence of 

improvement in environmental practices. They provide guidelines, instructions and 

models, and encourage organizations to improve their performance. Although certified 

organizations are audited by a third party, they show no judgement in case of failing to 

improve. The criticism here is, that organizations holding an ISO 14001 certificate, for 
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example, do not necessarily indicate to more environmental responsible activities than 

competitors without a certificate (Simpson & Sroufe 2014, 835.) 

In their research, Simpson & Sroufe (2014) suggest that certified and non-certified 

organizations have different stakeholder emphasis. Organizations who consider their most 

important stakeholders as regulative, such as governments, customers and employees, 

provide more specific information and reports. Non-certified organizations, on the other 

hand, consider normative stakeholders – community, media or NGOs – more important 

and preferably provide information in a more simple way (Simpson & Sroufe 2014, 846-

847.) 

3.12 Conclusions 

In this chapter, the theoretical framework of sustainability and corporate responsibility 

have been discussed from various aspects. The topics that are covered in this chapter are 

considered important to understand the concept of corporate responsibility, and what 

other issues are linked with CR. The theoretical framework will help explaining the 

empirical part and key concepts that emerge from the interviews, but also to conclude why 

corporate responsibility is important.  

As the aim of this thesis is to investigate the environmental issues of the member 

organizations of Outdoor Finland, the dimension of environmental responsibility has more 

focus in this chapter than the other two dimensions of corporate responsibility.  

Corporate responsibility goes beyond obeying the laws and regulations. To prove its 

legitimacy in the eyes of its key stakeholders, an organization must understand what the 

stakeholders are expecting from it, and to meet or even exceed those expectations. 

Stakeholders are affected by the operations of an organization, but on the other hand they 

are also able to influence the organization. Therefore, it would be important to identify 

what is expected from Outdoor Finland, and what Outdoor Finland is expecting from its 

stakeholders, in the context of environmental responsibility. Recognizing the expectations 

might help to understand the reactions of stakeholders in different situations.   

Stakeholders’ expectations and how the organization is responding to those expectations 

and demands can affect the organization’s reputation. In the subchapter 3.3 it is 

discussed, how difficult it might be to manage an organizations reputation, as the 

reputation consists of perceptions, image and knowledge stakeholders have of the 

organization. Transparency and communication are considered important to foster a good 

reputation. It has been researched, that CR activities have a positive influence on the 

reputation of an organization. However, it has also been discovered that the way and on 
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which channels CR is reported has effect on how stakeholders perceive the information. 

Too much overwhelming and irrelevant information targeted for wrong stakeholders is a 

mistake to be avoided.  

Communication in general is extremely important. Communication practices are needed 

when considering reputation management, stakeholders, engaging with stakeholders, 

relationships with suppliers, holding certificates and communicate about them, trying to 

achieve competitive advantage and an association communicating to its members and the 

publics. The most important thing in CR communication is, that the messages must be 

based on facts, truthful and easily verified. Getting caught by greenwashing or untruthful 

messages can result in trouble.  

Considering the subchapter 3.5, Outdoor Finland has a big decision to make. Their 

members are of different sizes and unequal with resources. Does the association want 

competitive advantage for the most successful organizations, or foster the sustainability of 

the whole industry? In the light of the research and the fact that the industry is growing 

year after year, it might be a beneficial decision to aim for the common good within the 

industry – which would also bring more value to the member organizations of being an 

associate.   
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4 Research approach and methods 

This chapter will introduce the chosen research approach and discuss the data collection 

methods. Furthermore, the research process will be described as well as how the data for 

this research was gathered and analyzed. The aim of this research was to get an 

understanding of the current state of environmental responsibility and actions in the 

member organizations of Outdoor Finland, and to clarify the role and motivation of the 

association in helping its members to raise the level of sustainability.   

4.1 A case study 

The research was conducted as a case study. In a case study approach the case, the 

subject of the research, can be an organization or one department of an organization, a 

product, service or a process. The aim of a case study is to provide detailed and 

comprehensive information of a recent phenomenon in its own environment or field, and 

to understand how the organization, for example, functions. A case study often aims to 

answer questions like “how?” or “why?”, and to provide new information that is a base to 

development. A case study is a suitable approach, when the objective is to fully 

understand an organization’s functions or a certain type of behavior among the 

employees, or to improve something (Ojasalo, Moilanen & Ritalahti 2014, 52-53). 

This approach was chosen, because the aim of the project was to understand what the 

current level of environmental responsibility is in the member organizations of Outdoor 

Finland, how the phenomenon is perceived in both Outdoor Finland and the member 

organizations, and how it can be improved. In a case study approach, a phenomenon can 

be investigated in several organizations, for example, but it is essential that the subject of 

the research is understood as one case (Ojasalo et al. 2014, 53). In this context it means, 

that although there are many organizations that have been interviewed for this research, 

they all present the same industry and phenomenon that the industry is experiencing. 
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Figure 3. Stages of a case study. Source: Ojasalo et al. 2014, 54.  

Case study is typically considered as a qualitative research method, but it is not unusual 

to have elements from quantitative data collection methods, such as surveys, in a case 

study either. Mixing quantitative and qualitative data collection methods, like interviews, 

surveys, focus group interviews, observation or benchmarking, can provide a more 

comprehensive result and understanding of the case (Ojasalo et al. 2014, 55). In this 

research, it was a conscious decision to only use qualitative research methods, because it 

was clear that the information was needed from a limited sample.  

Typically, the researcher has some previous knowledge or understanding about the case 

or phenomenon, before starting the project and defining the research problem. It also 

requires some orientation to the subject before being able to understand what to research 

and what kind of questions can be asked (Ojasalo et al. 2014, 54).  

4.2 Previous knowledge of the industry and phenomenon 

During the past years CR has become more and more important, and especially after the 

latest IPCC (Intergovernmental Panel on Climate Change) reports were released in October 

2018 and August 2019, conversations of environmental responsibility and the responsibility 

of both individuals and companies towards the environment started to flow.  

This social debate made me wonder how the industry I was working in, had considered 

these environmental issues and if there were some areas that the industry could develop. 

Strong interest towards corporate responsibility worked as a great motivator to investigate 

the current state in my own industry more.    

Having worked in the OOH industry for a few years as a media planner, the industry was 

already quite familiar. The industry is rather small in Finland, and it consists of both large 

global organizations and small local companies. To get a comprehensive understanding of 

the current state of the industry, instead of choosing one organization to focus on, I chose 

to focus on an association, Outdoor Finland, that represents the industry in Finland.  
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Outdoor Finland has currently 10 member organizations, and it was clear from the 

beginning that it would be necessary and useful to interview representatives of each 

member organization. Additionally, it was considered interesting to investigate if Outdoor 

Finland as an association could influence or help its members to lead the industry towards 

more sustainable performance. Interviewing the board members of the association would 

provide a deeper understanding of the industry and where it could be going in the future.  

4.3 The research process 

The chairman of the board of Outdoor Finland was contacted in February 2019, and 

introduced with the idea of conducting a Master’s thesis to Outdoor Finland. The board 

was interested, and it was agreed that the first meeting with the chairman of the board 

would take place in March 2019.  

At the meeting, it was discussed why environmental responsibility is important for OOH 

industry and what would be Outdoor Finland’s ambitions about the research. The 

association considered the topic important but had no facts nor information about the state 

of responsibility in their member organizations. It was agreed that the research would 

include interviews with the member organizations to gain understanding about the current 

state, but also interviews with the board members to understand what Outdoor Finland 

considers important and what could be the areas that in terms of environmental 

responsibility would need more focus in the future. The conclusion of the meeting was that 

the case study would investigate how member organizations currently pay attention to 

environmental issues and policies, and provide recommendations for Outdoor Finland to 

support its members in developing their environmental responsibility. It was 

acknowledged, that more information and education about environmental issues would be 

needed in member organizations.  

After the meeting, the research questions and questions for interviews were formed. As a 

guideline for finding the right interview questions that would contribute to answering the 

research questions, the GRI reporting guidelines were used. GRI provides guidelines of a 

wide range for all dimensions of CR, but only questions regarding environmental 

responsibility were chosen. Also, the environmental guidelines were carefully thought 

through and only issues that were considered the most important and valid for the 

member organizations, were chosen. Logistics, transportation, supplier evaluation, 

recycling and energy consumption, for example, were considered important topics as it 

was expected that these areas would have a huge impact on the environment. These 

topics were also considered valid for each member organization, and it was expected that 

the members would have processes regarding them and therefore could provide answers 
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to these questions. As the member organizations are of different sizes and have different 

resources, it was taken into account that some of the topics in the GRI might be too 

difficult to answer, and therefore left outside of the research.   

There were two types of interviews with different themes and questions, aiming to gain 

information that would help answering the research questions. The first series of 

questions was for the member organizations and the other series was for the board of 

Outdoor Finland.  

4.4 Interviews 

The aim in qualitative research is to gain comprehensive and deeper understanding of a 

phenomenon (Ojasalo et al. 2014, 105). An interview is a good choice for a data collection 

method, when the topic of the research is relatively new or has not yet been thoroughly 

researched. An interview provides the opportunity to repeat or clarify the question if 

needed, and to have a conversation about the topic with the interviewee (Tuomi & 

Sarajärvi 2009, 73). In this research, an interview was chosen for a data collection 

method, as there were only 10 organizations to collect data from. An interview was also 

considered more effective method than a survey, for example, because it was important 

that the topics could be discussed and explained in person in case of misunderstandings.   

The chosen method was half-structured interview, which means that the interview 

proceeds according to specified themes and theme-related questions. The upside of a 

half-structured interview is, that the interviewer may change the order of questions, 

remove or even add questions if that is what the interview situation requires (Ojasalo et al. 

2014, 108). The interview questions are introduced in appendices 1 and 2.  

The themes of the interviews were given to the interviewees beforehand to guarantee that 

the interview situation would proceed smoothly, and that the interviews would provide as 

much valuable information as possible.  

Nine organizations out of ten were interviewed, and one of the interviewees represented 

two different companies as they belong to the same organization. Therefore, it can be 

said, that all member organizations were interviewed and heard. One of the interviews 

was conducted as a group interview of three people. Three of the interviews had two 

interviewees, and five interviews were conducted individually. In all interviews, the titles of 

interviewees varied from CEO to marketing executive, sales manager and operations 

manager. The organizations had the opportunity to decide who would represent them in 

the interviews.  
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The second series of interviews was with the board members of Outdoor Finland. Out of 

for board members, three were interviewed. 

The number of agreed interviews and responses can be considered excellent, as three 

board members out of four, and nine out of ten member organizations were interviewed. 

Receiving such a high response rate, it can be concluded that the topic was considered 

interesting and important among both the member organizations and the board of Outdoor 

Finland. It was delightful to see, that all members were committed to the project.  

All interviews were conducted in May-June 2019, via Skype, telephone or face to face. 

Interviews were conducted anonymously, and the names of interviewees or represented 

organizations were not mentioned during the interview, nor will they be mentioned in this 

research paper. In all interviews, a recorder was used, and interviews saved in a digital 

form on a USB-stick. The recorder was very useful, as it gave the opportunity to transcribe 

the interviews, which made the analyzing of written documents easier.  

4.5 Analyzing qualitative data 

The objective in analyzing qualitative data is to create valuable new information about a 

phenomenon or subject. In qualitative research, the amount of data collected via 

interviews and other data collection methods can be massive, and by analyzing the data 

the information can be demonstrated in a clear and consistent way. Qualitative data is 

analyzed by breaking down the content and construct the information in a new entity that 

is an interpretation of the researcher. (Tuomi & Sarajärvi 2009, 108) 

The content analysis of qualitative data can be either inductive or deductive. Inductive 

content analysis is content oriented, aiming to explain the phenomenon by creating new 

theory based on the collected data. Deductive content analysis, on the other hand, is an 

approach that aims to explain the data with theory. A deductive approach is good for 

testing hypothesis, theory or models that already exist. (Tuomi & Sarajärvi 2009, 108-113)  

4.6 Description of content analysis 

Inductive content analysis approach was used in this research, as the aim of the research 

was to understand what the stage of environmental responsibility in member organizations 

was, and to create recommendations based on that information. The collected data was 

first transcribed from audio to written form so that it would be easy to re-organize for 

analyzing. All interviews were saved as individual documents, respecting the anonymity of 

interviewees and companies they were representing.  
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The written documents were read many times to fully understand the meanings behind 

words and to find new insights, ideas or concepts. The data was first reduced, question by 

question and answer by answer, and only data that was relevant for the research was 

written on a separate document sheet for later analysis. 

The interviews for member organizations included both questions based on the GRI 

guidelines concerning the environment and operations that have a direct impact on the 

environment, and questions that concerned the decision making and values in the 

organizations. The questions themselves formed clear themes, but to make the analysis 

phase smoother, the number of themes was reduced to six. The themes were a) materials 

(including recycling and waste) b) certificates and policies c) environment (including 

energy, water, biodiversity and carbon dioxide emission) d) transportation and logistics e) 

suppliers f) importance (including decision making and plans of growth).  

The reduced data was then collected under each theme. 

Qualitative content analysis can include quantitative analysis methods as well, which may 

provide new insights of the data and decrease the possibility of false interpretations 

(Ojasalo et al. 2014, 143). After the data being divided under different themes, Excel was 

used as a tool to list and count how many of the organizations had certifications, used 

green energy or had policies regarding company cars, for example. That kind of quantified 

data was useful in the analysis and helped in defining the final recommendations.  

Similar content analysis was made with the interviews of board members. The audio files 

were first transcribed into written form and read many times to find the key points and 

insights. The data was then reduced and collected under three themes: a) importance b) 

the role of Outdoor Finland (including support and resources) c) common best practices 

and goals. 

Quantitative methods were not used in analyzing the interviews of board members, as 

there were only three interviews and it was considered, that quantifying answers would 

not provide any new insights.  

  



 

35 

 

5 Findings 

 

5.1 Interviews with member organizations  

Policies and certificates. The interviews began with a rather wide question regarding the 

policies an organization has that might have a positive or negative impact on the 

environment. The aim of the question was to map the general awareness of the topic in 

the organization. The most common spontaneous answer was that the lightning in 

advertising devices had been changed to LED-lights. The heaviest reason for having LED-

lights was to reduce the cost of electricity, but intentions of saving energy for 

environmental issues were mentioned as well. Other environmentally friendly policies that 

were spontaneously mentioned, were energy saving policies such as shutting the lights, 

keeping the office paperless, recycling at the office and supporting the staff to use public 

transportation when possible.  

Most of the policies mentioned concerned the staff and operations at the office. It was 

clear, that the actions on personal level are conscious, and the organizations know what 

kind of positive things they can individually do for the environment. It can be concluded 

that personal values are slowly deploying to the business environment in the 

organizations.  Five organizations mentioned organizational level policies as well, which 

concerned the life cycle of devices, processes regarding efficient washing of the devices 

or strict policies regarding suppliers. Only one of the organizations said to have Green 

Office certificate, and two organizations have ISO 14001 certificates.  

Materials, recycling and waste. The OOH industry is constantly going through 

digitalization, and most OOH companies have digital advertising devices in their portfolio. 

Despite the big trend of digitalization, however, analogical devices such as posters, 

banners, advertisements on buses and other public transportation, billboards and road 

signs are still competitive among all possibilities. Most of these devices and materials are 

made of non-renewable sources. Non-renewable materials include metal, concrete, glass 

and plastics that are made of oil. Of course, electronics are included as well. All 

organizations emphasized the importance of recycling, especially recycling the digital 

devices. Currently, it is not possible to re-use the old devices, but maybe in the future the 

technology would enable using some of the components again. One organization 

mentioned that they only use paper that has been certified with an FSC or PEFC 

certificate. Other companies did not have a policy regarding the quality of paper, but they 

all emphasized that paper products are recycled as they should.  
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An interesting point was found when going through the data, regarding panels that are 

typically made of plastic and used in traditional OOH advertising. One organization said 

they had been looking for a material that could be re-used several times in its life cycle 

and found the type of material that lasts and can be used for multiple campaigns. Other 

organizations using similar material for similar use, mentioned that re-using the panels is 

not cost-efficient, or the possibility of re-using hasn’t been investigated yet. However, it 

was said that those panels can be re-used in different context, for example for industrial 

use. Recycling of advertising materials and devices is always on the responsibility of the 

company itself, or the supplier.  

Plastic can indeed be controversial as material. On one hand, it’s tough as a material and 

can last in difficult weather conditions, but on the other hand it’s not good for the 

environment as it’s made of non-renewable materials. One organization had come up with 

an innovative solution to create shared value by partnering with another company creating 

new products, for business gifts, for example, out of the plastics used in advertising 

campaigns.  

Many organizations could not identify if their devices produced dangerous waste, such as 

solvent, chemicals or batteries.  

Environment (energy, water, carbon dioxide emissions, biodiversity). When asked 

about energy consumption and the source of energy organizations are using, it was 

considered one of the most important things impacting the environment, and none of the 

organizations said they wouldn’t choose green energy. However, only three organizations 

said they are using energy from green sources in their advertising devices currently. 

Those who didn’t use green energy, said they had not thought of that possibility at all but 

might change it in the future. The possibility of using solar panels and solar energy have 

been discussed in some organizations as well, but still considered too expensive.  

As many interviewees mentioned in the beginning of the interview, LED-lights have been 

changed to most of the devices using lightning. The most important reason was the cost 

and reduction of electricity bills, but many interviewees also mentioned the environmental 

aspect having an influence on that as well. During the conversations, it became clear that 

the organizations were aware of the importance of all aspects of corporate responsibility 

(social, economic, and environmental), and how the different aspects affect one another. 

One organization had a great practical example of reducing the energy consumption of 

their devices. As they did not have the possibility of affecting the source of energy they 

were using, they monitored the electricity consumption and found out that some colors 
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use more energy than others. Now the organization gives instructions to the creative 

agencies about which colors preferably to use in the adverts, in order to save energy and 

reduce costs.   

Having the possibility of affecting the source of energy used in offices was considered 

challenging, as many smaller companies are renting office space from bigger properties, 

and therefore have no access to choosing the source of energy themselves. Energy 

saving policies at office were mostly considered starting from the personal level and from 

learned habits and have not been discussed on company level. Same considerations 

were found regarding water consumption. Three organizations said they monitor the water 

consumption at the office, and two organizations are monitoring the water consumption on 

business operations level. Water was not considered an issue in most organizations.  

None of the organizations were aware of their direct carbon footprint or how much they 

are causing carbon dioxide emissions. The problem seemed to be the lack of knowledge 

and understanding of how to calculate and what aspects to consider in those calculations. 

One organization said to have calculations on global level, that could be used to estimate 

the carbon footprints locally as well. Most interviewees estimated that most of the 

emissions the organizations are causing would be because of logistics. Also, it was 

considered that suppliers producing advertising materials would be a huge cause of 

emissions. Concerns about the production of digital devices were brought up, but because 

it hasn’t been compared which is better or worse – producing digital devices that have a 

longer life cycle than analogical devices or using more traditional devices - we can only 

ponder and guess.  

Two of the organizations told that they had paid attention to the biodiversity and their 

business having an impact on it. It was mostly considered, that since the locations of 

devices were in or near cities or close to roadsides, the environment or biodiversity would 

not be affected by advertisements or devices directly. One organization had to consider 

the locations of devices more carefully, as their products are located in a specific 

environment. In this case, the considerations of choosing locations come from both the 

organization itself but also from responsibly operating business partners. Another point, 

that came up in one interview, regarding biodiversity and how OOH industry directly 

affects the environment, is pollution caused by light. The majority of the member 

organizations of Outdoor Finland have digital devices in their portfolio, which means digital 

screens in the city centers, shopping malls, roadsides and other public spaces. These 

screens produce bright lights that might affect, for example, birds and other animals by 

distracting them with unnatural light. It might be good to consider, if these screens could 
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be fixed in a way that they use brighter light in the daytime, and dimmer light when the 

natural light is darker.    

Transportation and logistics. Transportation and logistics were mentioned to be one of 

the most impactful areas when considering the environment. However, at the time of the 

interviews only one organization had policies regarding cars and they only purchased low-

consumption vehicles as company cars. In many organizations, it was mentioned that 

some kind of policies will be considered in the future, and the next company cars will be 

either hybrid or electric cars. One organization mentioned the possibility of using 

biodiesel. Two organizations mentioned that public transportation is supported, for 

example by providing travel cards or discounts for staff. However, although the 

opportunity is provided, it is not monitored how many actually are using the public 

transportation over choosing to travel with a car.   

Three organizations said travelling by train has been increasing, and in longer journeys it 

is highly recommended. Cost-efficiency: saving time and money and being able to use the 

travel time for working, were the most important reasons for choosing train when travelling 

for work. Environment was mentioned as well, and it was considered as a bonus 

alongside with cost-efficiency.  

Considering logistics, it plays a big role in the OOH industry. Especially for organizations 

whose business includes analogical advertising. All organizations needing transportation 

for weekly or monthly logistics said to have processes planned for efficient routes and 

change of materials. The logistics is done mainly with big companies such as Kaukokiito, 

Matkahuolto or Schenker. 

Suppliers. Trust is the word that was emphasized in almost all interviews when talking 

about suppliers and how to choose them. Trustworthiness and experience within the 

industry were considered the most important things in suppliers, but trust is mainly based 

on references and conversations between the supplier and organization. One of the 

interviewees said they have a process regarding new suppliers and verifying their 

responsibility in operations. Specific questions regarding the supplier candidate’s 

processes and environment are asked already in the beginning, when choosing a 

supplier. Not answering the questions automatically leads to not choosing that supplier.  

Suppliers and business partners are chosen based on costs and business first. 

Organizations believe that having conversations with the suppliers and having two-way 

communication can benefit the industry and foster sustainability. One organization was 

happy to receive information and news about their suppliers’ operations and development 
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of equipment. They believe transparency strengthens the co-operation and trust between 

them.  

Many interviewed organizations felt they don’t have any power on how their suppliers 

produce the products they need, or they can’t influence the carbon footprint, for example, 

that their suppliers are causing. In bigger cities there are usually more options and 

suppliers to choose from, but in smaller towns there might not be competition over, for 

example, contractors or mechanics.  

Importance (decision making and growth plans). As a conclusion from the interviews, 

it can be said that the industry is indeed growing, and many organizations have plans on 

focusing especially on digitalizing their portfolios. Some interviewees said that 

digitalization itself might be better for the environment than analogical adverts, but the 

impacts on the environment are impossible to compare without thorough calculations. One 

organization said to believe in product development and that new sustainable products will 

be produced in the future.  

Environmental issues have been considered on some level, as it was mentioned that high 

quality and longer life cycles of devices with the newest technology will be invested in 

already now and more in the future, energy-saving devices and solar panels have been 

discussed in some organizations as well. However, it was also admitted that environment 

is not the first thing in mind when considering these decisions and options. Organizations 

want to provide high quality for the clients, to keep the business competitive. Because the 

society, clients and consumers are becoming more aware of the environment, the 

interviewed organizations felt they need to start investing on sustainability to maintain the 

business – which is an economic motivator. It was considered positive, that economic and 

ecologic dimensions of responsibility boost one another. 

Few organizations mentioned business gifts and focusing on the quality and amount of 

giveaways. One organization said they had made a conscious decision on giving up on 

unnecessary plastic gifts and focusing on a well-thought product for a specific target 

group. One organization had decided of changing meetings into virtual meeting within the 

organization, to reduce the time and driven kilometers. One organization claimed they 

can’t do anything or make decisions based on the environmental impacts, as they are 

such a small organization.  

One interviewee said, that especially small companies must think and act business first, 

but they can’t afford operating irresponsibly as bigger organizations have the resources 

and abilities on operating in a responsible way. Hence, they need to find the balance 
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somehow. It had been noticed that the younger generation is even more aware and 

educated about the environment and our impacts on the environment and have even 

more greener values than before. Organizations need to update their values, develop 

processes and act responsibly to meet with the values of future employees – which is vital 

for the continuum of the business.  

It was mentioned, that from the personal aspect environmental issues are in a more 

advanced level than from the organizational aspect. Interviewees felt that they have the 

values and will, but no tools, knowledge or resources. It was also mentioned many times, 

that they should talk about the topic internally more often – to get insights and be more 

aware of what kind of actions have actually already been taken. Because of this research, 

one organization had already formed a team that would focus on considering 

environmental aspects and think how they could be more sustainable.  

To conclude the interviews, environmental responsibility was considered important for the 

industry – and for any industry. Many things are already been considered and things been 

done, but this round of interviews had opened their eyes, and many had started seen 

things differently or from a different view.   

5.2 Analysis of the interviews with the board 

Importance. The common opinion about the importance of environmental responsibility in 

OOH industry was that it really is important already now, and even more in the future. 

Outdoor Finland has not yet reacted to the rising pressure of investing and focusing 

resources on environmental issues, but industry is slowly going towards actions. The 

board believed, that in the future environmental responsibility might bring competitive 

advantage and be a positive factor affecting the employer image. At least, not being able 

to prove that operations that have a positive impact on the environment are done, might 

cause trouble.  

Outdoor Finland does not currently put any environment-related requirements to its 

member organizations but in the future, it might be one aspect when considering new 

memberships. Now, an important criterion is economically sustainable business, but the 

criteria might as well include other dimensions of corporate responsibility, like ecological 

responsibility. 

However, it was emphasized that the first and most important step for Outdoor Finland in 

leading the industry towards more sustainable performance and environmentally 

responsible business, is to educate the member organizations and focus on 

communication about the topic.  
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The role of Outdoor Finland (including support and resources). When interviewing 

the board members, it came out clear that there are currently not enough resources to 

focus on and develop environmental issues. It would require a third-party consultant or 

equivalent, which would mean bigger investments from Outdoor Finland, and commitment 

and desire from the members to invest in it.  

To be willing to invest more, the member organizations need to know more and be 

educated more. What do they get out of it? What are the benefits? It was mentioned in the 

member organizations interviews as well, that small companies do not have as much 

resources or knowledge as the bigger global organizations might have – and they wished 

to get shared information for common use. Also, the board members noted that as a 

strength of Outdoor Finland and one of the benefits and values they could offer for the 

small member organizations – and provide a reason to stay as a member.  

Communication has an important role in creating awareness both internally and externally. 

Internally, Outdoor Finland could educate member organizations and share best practices 

and other information. On the other hand, Outdoor Finland could communicate to external 

stakeholders about concrete actions or commitments the member organizations have 

made regarding the environment. 

Common best practices and goals. Interviewing the member organizations revealed 

that motivation and values exists, but tools are lacking. The board considered the situation 

as an opportunity to find the tools and develop the industry together.  

Forming a work group or team that would include representatives of each member 

organization, was considered a good idea to involve all members and to think of common 

goals that each organization could commit to. One board member was concerned about 

the members being under pressure to reveal their business secrets or advantages but 

thought everyone should consider responsibility issues as the advantage of the industry.  

The board considered important to find a common way to calculate the carbon footprint of 

each organization, invest resources in finding the responsible suppliers and to reduce 

energy consumption and the light pollution caused by digital screens. Policies for 

transportation and recycling or usage of more sustainable materials were also considered 

important shared best practices. Applying for environmental certificates, for example 

Green Office certificate, was mentioned to be a good start.  

Outdoor Finland can’t designate what member organizations must do, but it can provide 

instructions and recommendations on how to do certain things. For Outdoor Finland to 

monitor its members’ operations, and therefore have more power on them, the member 
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organizations would have to commit to the process by investing more money, report to 

Outdoor Finland, and a third-party would monitor the development process. However, it is 

not seen possible or even necessary at this stage.   

For the board, the most important goal and first thing to do was to focus on 

communication and to gain more understanding about the issue, what can be done and 

what kind of contribution is expected from the member organizations.  
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6 Recommendations 

The process has now taken the first step, as all members of Outdoor Finland have been 

interviewed and the issue has been brought up. During the interviews it was mentioned 

many times, that already being interviewed about the topic and pondering about the 

questions they were asked, made the interviewees think about the environment from the 

point of view of their business. The next step would be to sit down together, learn more 

about the topic and gain more understanding of how the members together could develop 

the industry.   

The recommendations presented here are drawn from the theoretical framework and 

interpretations made from the interviews.  

Certificates. Getting certified by Green Office would be a good starting point for each 

member organization, regardless of the size. Green Office provides tailored environment 

programmes considering the needs and operations of the organization, starting from the 

daily practices at the office. As the interviews revealed, daily activities with a positive 

impact on the environment are already implemented at the office by individual employees. 

The certificate could potentially generate to more ambitious activities, as the employees 

already have environmentally focused values. Green Office also provides standards and 

tools for calculating the carbon footprint caused by the activities at the office, which is only 

one part of the total footprint, but could be the starting point of consistent reporting.    

Materials, recycling and waste. All organizations are recycling the advertising materials 

according to the regulations either by themselves or by a third party, for example, a 

subcontractor. In case of a subcontractor taking care of the recycling, organizations could 

instruct them specifically on how to recycle each material correctly.  

Within the member organizations, there are several who have panels made of 

polypropylene, which is plastic, in their portfolio. As one of the organizations said, they 

had investigated the issue and found that it was cost-efficient – and better for the 

environment – to use the panels 3-4 times. It might be beneficial for all organizations 

using similar panels, to investigate and calculate the issue more. Offering the panels for 

construction industry, for example, is also a good way to continue the lifecycle of the 

panels. Some organizations already are doing this.  

In several organizations, plastic is used in other forms and formats as well. Instead of 

directly throwing the plastic waste away after a campaign has ended, there might be other 

companies looking for plastic waste for further use. One of the member organizations had 
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partnered with another company using plastic to create new products. That kind of 

partnership benefits both and brings both economic and ecological value.  

A few organizations are using large amounts of paper for posters. One of the 

organizations said they only use PEFC or FSC certified paper from sustainably grown 

forests, and it is recommended for other organizations as well to focus on finding a 

supplier for certified paper.  

Giveaways. Considering giveaways, well thought and useful gifts are delightful for clients 

and other stakeholders. Carefully considered giveaway is also a powerful statement and a 

concrete message of the values of the organization. Giving thorough consideration on the 

type of giveaways can potentially decrease the amount of waste. One organization 

already had decided to change disposable giveaways to more meaningful business gifts 

to a specifically targeted group of stakeholders, which probably increased the positive 

perceptions of the organization.   

Environment (water, energy, carbon dioxide, biodiversity). Reducing energy 

consumption is considered important in all organizations, but the sources of green energy 

are not yet widely used. Some organizations do not have the opportunity to choose the 

source of used energy as their offices are part of bigger properties. However, it is highly 

recommended, that energy used in advertising devices and at the office will be changed to 

energy from sustainable sources, when possible.  

The consumption of energy in advertising devices can be monitored and controlled by 

how the content is produced. By monitoring their digital screens, one organization already 

found out that different colors consume different amount of energy. Another thing 

concerning the digital screens, is the brightness of the light they produce – light pollution. 

For the biodiversity and environment, maybe from the economic aspect as well, it would 

be better if the screens adjusted to the environment by being brighter or dimmer according 

to the natural light. 

Calculating the carbon footprint is an issue that could start with the help of Green Office 

certificate, but in the long run only knowing the footprint of each office is not enough. 

Finding a consistent and mutual way for each organization to announce their total carbon 

footprint, would make the OOH industry more comparable to other industries within 

marketing communications.  

Logistics and transportation were assumed to be one of the biggest issues concerning 

the environmental impact. Logistics and transportation cause a lot of emissions, which is 

also an important aspect that the GRI encourages to follow and report. The member 
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organizations also considered that the biggest impacts they have on the environment, 

would be caused by transportation and logistics, but currently there were not many 

policies regarding those aspects. There could be targets for reducing emissions by driving 

less with an own car, company cars could be updated to fuel-efficient or gas-, electric- or 

hybrid cars. More support for public transportation or cycling, especially in the cities where 

the public transport is efficient and works well. 

Regarding logistics, many member organizations considered not having much influence 

on how the suppliers or subcontractors take care of logistics or what kind of vehicles they 

are using. However, suppliers are part of the supply chain and organizations can 

encourage them using vehicles or fuel with less emissions. Big logistic companies might 

also be certified with an environmental certificate. Investigating the possibility of a certified 

logistic partner would be recommended. 

Suppliers. Responsible supply chain makes an organization itself more responsible. All 

member organizations are using multiple suppliers, and most of them emphasized the 

importance of trust between suppliers and the organization. However, some interviewees 

mentioned that regardless of trust, you can never be sure if you don’t have the facts. The 

GRI guidelines encourage organizations to report about the recognized negative impacts 

suppliers have on the environment and about the actions or improvements that are agreed 

on as a result of the supplier assessment. Since many member organizations might be 

using same suppliers and similar materials, it would be recommended to share 

experiences about the different suppliers. Together with the member organizations, 

Outdoor Finland could compile a code for suppliers to follow. In addition to following the 

laws and regulations of each country the company is operating in, the code could require 

suppliers to, for example, hold specific certificates, commitment to reducing emissions and 

energy consumption, efficient recycling and usage of renewable materials when possible. 

Evaluating suppliers and encouraging them operating in a certain way to become more 

sustainable, gives organizations the opportunity to influence their own performance and 

level of sustainability. Open dialogue between a supplier and an organization is important 

to maintain the trust and develop the cooperation further.  

Communication. The interviews reveal that the personal values and motivation to act in 

an environmentally friendly manner are very strong, and employees are doing small things 

every day, perhaps unconsciously. However, the small individual acts remain at personal 

level because in many cases the issue has not been brought up to concern the whole 

company. Each company could set up conversations, ponder and brainstorm around the 



 

46 

 

topic together internally, to see what they consider important and what they are capable of 

with their resources.   

The strength of Outdoor Finland as an association is the power of a community, the skills 

and tacit knowledge about the industry that can be shared for peers. Therefore, it would 

be important to gather together as well. As it can be concluded based on the interviews, 

all organizations already have policies and ideas regarding how to operate within the 

industry, and some have already created well working new best practices. Sharing ideas 

or solutions on how to make things in a more cost-efficient way is not necessarily giving 

away the competitive advantage, as they might result in bigger ideas that benefit all.  

Carefully planned and led communication is recommended for engaging the members, to 

provide everyone a chance to attend the dialogue and contribute to the common good. It 

could be a workshop facilitated by a third party consultant, or someone from the member 

organizations who has a good understanding about environmental responsibility. It could 

also be a brainstorming event, with an ecological agenda. Aiming to find the mutual 

understanding and desire to develop together requires open dialogue and two-way 

communication between the members and the board – a feeling that no one is dominating 

the conversation, and everyone is being heard and appreciated.   

Listening to different stakeholders, such as clients, advertising- and media agencies or 

cities and municipalities might also help identifying the key issues that would need more 

environmental focus. Listening and involving stakeholders creates dialogue, which 

ultimately can also help organizations and stakeholders to understand each other’s 

expectations better and engage them more. It is about the license to operate, about 

meeting and exceeding stakeholders’ expectations, proving the legitimacy and justifying 

the existence and growth of OOH industry.  

The desired outcome of the brainstorm, or workshop, and listening and involving 

stakeholders would be that mutual goals and next steps could be agreed on.  

After all member organizations have agreed on the next steps, the starting point needs to 

be clarified. For example, if all member organizations agree on reducing their carbon 

footprint during the next two years, the current levels need to be calculated first. Aiming to 

change all digital screens to adjust to the natural light would need an agreed time frame to 

the change and concrete facts on how it affects the environment and biodiversity. 

Focusing more on the responsibility of the supply chain would require facts: how will we 

do it?   
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External communication happens only after something concrete has been done. Once the 

starting points of each area of improvement are clear, the goals can be communicated 

externally. However, it is also very important to transparently communicate about the 

results – did we reach our goals? Why? Why not?  

Yearly reporting might be too long a time span, as stakeholders need fresh and valid 

updates. Messages can be directed to those stakeholder groups who might find them 

interesting and essential.  

As the aim of this thesis is for Outdoor Finland to support the member organizations and 

promote the sustainable development of the industry, the main channel for communicating 

about environmental actions could be the website of Outdoor Finland. Each member 

organization could also publish messages regarding their own performance on their own 

website and other channels they might be using.   

6.1 Summary of recommendations 

The theory of sustainability and environmental responsibility was studied by looking into it 

from different aspects. The theory was then reflected with the analyzed interviews with the 

board of Outdoor Finland and its member organizations. As a result, recommendations on 

which issues should be developed for the OOH industry to continue its growth with a more 

responsible focus, will be provided as followed: 

 

• Certifications 

o Green Office to start off with 

• Materials and recycling 

o Get acquainted with recycling the specific materials your organization is 

using. In case a supplier or subcontractor is taking care of recycling for 

you, be sure to instruct them accordingly 

o Consider using PEFC or FSC certified paper 

• Re-use 

o Investigate the possibility of re-using materials, such as panels 

o Search for partners or industries who could re-use your materials 

• Giveaways or business gifts 

o Give up on unnecessary business gifts and consider more sustainable 

options 

• Energy  

o Change to green energy when possible 
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o Monitor your digital screens and their energy consumption  are some 

colors using more energy than others? Is it possible to shut down the 

screens for a few hours during the night? 

• Light pollution 

o Investigate if your digital screens can be adjusted to the natural light 

• Carbon footprint 

o Find a mutual way of calculating your carbon footprint. Green Office 

certificate provides tools for calculating the footprint of your office 

• Policies for transportation 

o Goals for reducing emissions 

o Update company cars for low consumption vehicles or gas-, hybrid or 

electric cars 

o Support public transportation  

• Logistics 

o Look for environmentally certified logistic companies 

• Suppliers 

o Focus on finding responsible suppliers 

o Create a code for suppliers 

o Focus on transparent communication with suppliers 

• Communication 

o First focus on internal communication, orientating and education of all 

member organizations 

o Brainstorm or have a workshop with a third party facilitator, find mutual 

goals that are achievable for all member organizations considering their 

resources 

o Listen and involve stakeholders  

o Find out the starting point and clarify goals  communicate externally only 

after something concrete has been done  

o Provide stakeholders fresh and valid updates 

o Direct messages to those stakeholders who might find that information 

interesting and accurate 

o Outdoor Finland’s website as a main communication channel for the 

common updates. Additionally, each organization can communicate about 

their own performance on their own channels  

  

Member organizations being of different sizes and having different amount of resources 

must be taken into consideration when deciding the first issues Outdoor Finland wants to 
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start developing. Not everything can be changed at once, but it is assumed that the most 

essential issues will be discovered during the discussions Outdoor Finland has with its 

members and stakeholders.   

Since the OOH industry has not yet taken a stand on environmental issues or 

communicated about any activities in public, the stakeholders don’t know how these 

issues are taken into account. As Hasan & Yun (2017, 83-85) and Axjonow et al. (2018, 

432) claim, CR activities have a positive impact on the reputation of an organization. 

Therefore, listening to stakeholders’ expectations and hopes, and reacting to them, can 

potentially affect the reputation of the industry.  

It is assumed that in the future, more industries will come out with their announcements of 

taking more responsibility of their own actions and on the environment. Many 

organizations in different industries, in the food industry, for example, have already 

publicly challenged their competitors to publish their carbon footprint. The more 

information consumers have about different options, the more they can compare. 

Speculatively, having factful information about an OOH campaign’s carbon footprint could 

affect a client choosing that campaign over something else. Organizations operating 

within marketing communications industries are also suppliers for marketers and other 

operators, who might have the pressure on choosing a supplier with a small carbon 

footprint.  

Most recommendations provided in this chapter, such as policies for transportation and 

logistics, efficient recycling of materials or reducing energy consumption and using energy 

from sustainable sources don’t directly affect stakeholders, but they do have an impact on 

the total footprint of the organization.  

Regardless of digitalization of OOH advertising, analogical advertising materials made of 

paper and plastic are still used a lot. This might affect the perceptions stakeholders have 

of the industry and how sustainable the industry is compared to others. Hence, all CR 

activities might affect the reputation in a positive way.   

6.2 Feedback received from the board 

The findings and recommendations were introduced to the board of Outdoor Finland in 

September 2019.  

The feedback received was positive, and recommendations were considered a good 

starting point for developing the industry. It was discussed, whether the association will 

start guiding the industry forward towards more sustainable growth, or will sustainability 

remain as a competitive factor within the industry. Lack of resources in smaller 
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organizations was brought up again, and therefore Outdoor Finland taking a role in the 

development was considered a good idea. 

However, an important point that came up, was that if Outdoor Finland will start guiding 

and developing the industry, all member organizations must agree, follow and commit to 

it. For everyone to be able to follow requires that mutual areas of development and next 

steps are found.  

The board now needs to decide the next steps and how they will continue the process. It 

can be concluded that the study was considered helpful and useful, and all members were 

happy to have been part of the project.  
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7 Conclusions 

The objective of the study was to research the level of environmental responsibility in the 

member organizations of Outdoor Finland, an association representing the OOH industry 

in Finland. The study was conducted by using qualitative research methods, and all 

member organizations were interviewed using a half-structured interview method. 

Additionally, the members of the board of Outdoor Finland were interviewed to gain 

understanding on how the board perceives the environmental issues and how does it 

influence the industry. The aim was to investigate, if Outdoor Finland as an association 

could help the industry develop towards sustainable growth. 

Three research questions were formed, and the aim was to find answers to the research 

questions by interviewing both member organizations and members of the board of 

Outdoor Finland. The research questions were: 

1.  What issues must OOH industry take into consideration in order to grow 
sustainably?  
 

2.  What factors affect the choices member organizations make concerning 
sustainability of its operations? 
 

3.  What kind of role can Outdoor Finland take in fostering the sustainable growth of 
its member organizations?   

 

To ask the right questions from the member organizations, and to provide an answer to 

the first research question, the GRI reporting guidelines were used to define what areas 

are important for sustainable business. The GRI guidelines are provided for organizations, 

who report about their responsibility activities. Not all topics from the GRI were chosen, 

but the ones that were considered important and relevant in terms of the OOH industry 

affecting the environment, and what could potentially be reasonable to ask from 

organizations that are of different sizes.   

The interviews with the member organizations revealed, that in all organizations the 

environment and issues affecting the environment are considered important. It was clear, 

that values exist on a personal level, but are not yet fully deployed to the business level. 

Many issues have already been taken into account, like recycling, but a lot of things are 

still lacking – due to resources or lack of knowledge and understanding.  
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It can be concluded that the answer to research question 1. is the areas that need 
more focus in most organizations. Energy consumption and the source of used 
energy is one of the biggest things that needs improvement. All organizations agreed that 

green energy is good and for most organizations it would be possible, but only a few said 

they used energy from sustainable sources. Responsibility of suppliers and supply 

chain is another big issue to be improved. Organizations need to invest time and 

resources in finding the responsible suppliers – an organization can state to be 

responsible only if its suppliers are as well. Most organizations assumed transportation 
and logistics play a big role in their carbon footprint, and more goals on emission 

reduction and policies in that area are required. Calculating the carbon footprint is 

difficult, and even the big organizations have not yet figured out how to logically calculate 

it. It was recommended, that member organizations should apply for the Green Office 

certificate, as it provides tools for calculating the carbon footprint at the office. It must be 

emphasized, that Green Office only takes the actions at the office into account, but it 

would be a good starting point to create some comparable figures.  

The main factor affecting all decision making in all organizations, is business. All decisions 

are made business first, but many organizations considered sustainability issues having a 

small influence in the background as well. Many have understood that the dimensions of 

corporate responsibility often walk hand in hand, and environmentally friendly decisions 

often have an economic impact as well. For example, all organizations have changed the 

lightning on their advertising devices to LED-lights, to reduce the energy consumption and 

save in costs. LED-lights being environmentally more friendly than halogens, for example, 

is only considered as bonus. Therefore, the answer to research question 2. is 

business and economic factors. However, it can also be concluded that environmental 

issues can’t be neglected, and organizations can’t afford radically unsustainable 

decisions. Many organizations considered stakeholders’ expectations, and the condition of 

our planet, very valuable, and therefore thought they need to make sustainable choices as 

well. Concerns about the future and continuum of the business were also brought up, as it 

was considered that future employees want to work for businesses that share the same 

values with them. It is also a question of reputation and comparability to other industries, 

for example.    
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The board of Outdoor Finland highlighted that they are not in a position to designate what 

the member organizations must do. However, the association can recommend and 
advise what to do, which is the answer to research question 3. Outdoor Finland can 

educate the member organizations, provide help and shared resources in finding mutual 

areas of development and how to solve them, and to communicate externally that the 

industry is taking steps forward.  

Being unequal with resources is a challenging factor, when trying to find the areas of 

development that all organizations are capable of implementing. A big question and 

challenge for the association is, will they start guiding the whole industry towards 

sustainable growth or will sustainability issues remain a competitive factor within the 

industry? As Galan et al. (2012) conclude in their paper, being a member of an 

association might be beneficial for smaller member organizations as they can imitate the 

activities and solutions that were explored with shared resources. On the other hand, 

bigger organizations that might have the resources, can potentially benefit from the whole 

industry being considered sustainable in cases were they are evaluated in the industry 

context.  

7.1 Reliability and validity in qualitative research 

Qualitative research is aiming to create illumination, understanding and extrapolation to 

different subjects. It uses naturalistic approach that seeks to understand phenomena in 

different contexts. Research methods used in qualitative research include interviews and 

observation: methods that require a person, a researcher, to conduct the research and 

data collection. (Golafshnani 2003, 600) 

The concept of objectivity is based on the idea that a truth exists outside the observation 

or investigation. It is strongly criticized, that can the results of a research ever be not 

affected by the researcher: by her age, gender, political or religious views or occupation. 

In qualitative research that is inevitable, since the analysis is made of the interpretive of 

the researcher (Tuomi & Sarajärvi 2009, 136). 

The concepts of reliability and validity are broadly criticized in qualitative research context, 

as they are mainly used in testing and evaluation in quantitative research (Tuomi & 

Sarajärvi 2009, 138). However, both quantitative and qualitative research need something 

to demonstrate that the research is valid and of good quality. In qualitative research the 

concept of reliability can be considered to define as credibility, neutrality, confirmability, 

consistency, dependability and transferability. The most crucial aspect, however, is 

trustworthiness (Golafshnani 2003, 600). 
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In the context of qualitative research, the concept of validity has often been re-defined as 

quality, rigor and trustworthiness (Golafshnani 2003, 602). 

7.2 Reliability 

The data for this research was collected by interviewing representatives of the member 

organizations of Outdoor Finland. In the beginning, the CEO’s of each organization were 

contacted via e-mail, and asked for a contact person that would be a suitable interviewee. 

In some cases, an organization had a person responsible for sustainability issues, but the 

sample also included interviewees that were not specifically involved with those issues. 

Therefore, in this research, it must be acknowledged that although the interviewees 

answered the questions with their best knowledge, some issues may have been 

undiscovered due to uncertainty.  

However, uncertainty implies to not being aware or not having enough understanding or 

knowledge, which on the other hand justifies the aim of this research: to raise awareness 

of the topic.  

During the interviews, it was admitted many times that the organization had not thought of 

a specific operation from the environmental aspect, and already attending the interview 

had given them much to think about. Admitting that, it can be considered that the answers 

were honest and therefore reliable.  

7.3 Validity 

The interviews revealed that many of the organizations were not fully aware of the impacts 

their operations have on the environment. Therefore, it can be considered that there was 

a serious need for development. In all cases, there were questions that could not be 

answered because the interviewees did not have adequate knowledge, information or 

understanding of the issue that the question concerned. 

Not receiving answers to all questions does not mean that the research was a failure or 

questions too difficult. Unanswered questions are interpreted as not being certain and not 

having enough understanding or knowledge, which provides valid and valuable 

information for the case study and can be considered as topics that need improvement.  

7.4 Evaluation of own learning 

This project has been very interesting for me personally. I have been interested in the 

topic of corporate responsibility, and especially environmental responsibility for a long 

time. Any business performing irresponsibly has been incomprehensible for me. 
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Therefore, it was interesting to investigate the industry I have been working within for a 

few years. I assumed that the industry would be following some principles of sustainability, 

and especially that the social and economic dimensions of corporate responsibility would 

be well managed. About the environmental dimension I wasn’t sure, because that 

dimension is so specific and requires many resources to be handled comprehensively.  

One of the most important things that I learned when starting this project, was the 

importance of preparing, planning and making strict decisions. In the beginning, it was a 

challenge for me to find the right focus. And although after the focus was found, it was still 

difficult for me to evaluate which issues would be important to include and which ones 

could be left out. The thesis was made in parts and the structure found its form, including 

the different topics that should be covered in the theoretical part, while both analyzing the 

interviews and reading the literature.  

During the process, I have learned a lot about corporate responsibility and the different 

aspects of that framework. What I find more important than getting familiar with the topic, 

is that I have learnt to be more analytical and critical towards the information I receive. In 

the beginning, it was difficult to critically investigate different sources and evaluate which 

information would be valid for my research. As I read the books, it became more clear 

which topics and issues would be relevant, as those topics were repeated in most books.  

I was very happy with the interviews and how they were received in the member 

organizations, as well as the members of the board. The spontaneous feedback that I got 

from some of the interviewees, was very positive. I got the feeling that this research was 

useful and eye-opening – especially for the smaller local companies. As I consider this 

topic important, it was inspiring to hear that my efforts were well received and that the 

research might be useful. I hope this research will result in further development.   
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Appendices 

Appendix 1. Interview questions for the member organizations:  

1. Minkälaisia käytäntöjä teillä on liittyen yrityksenne negatiivisten 

ympäristövaikutusten vähentämiseen tai positiivisten vaikutusten lisäämiseen? Onko 

yrityksellänne ympäristösertifikaatteja? Jos, niin mitä? 

2. Materiaalit. Mistä materiaaleista tuotteenne (julisteet, mainostaulut ja muut 

mainosvälineet) on tehty? Ovatko ne uusiutuvia vai uusiutumattomia materiaaleja? 

Osaatko arvioida, mikä on kierrätettyjen materiaalien osuus tuotteissanne?  

 

3. Energian kulutus. Minkälaista energiaa käytätte digitaalisissa- ja muissa 

mainosvälineissänne? Entä minkälaista energiaa käytätte toimistollanne? Onko 

yrityksellänne energiaa säästäviä käytäntöjä? 

 
4. Vesi. Minkä verran yrityksenne käyttää vettä? Onko käyttämänne vesi kierrätettyä? 

 
5. Luonnon monimuotoisuus. Mieti alueita, jotka ovat yrityksenne omistuksessa, 

vuokralla, tai joilla yrityksellänne on jonkinlaisia toimia. Missä nämä alueet 
maantieteellisesti sijaitsevat? Ovatko nämä alueet suojeltuja, tai onko niillä 
havaittu lajeja, jotka olisivat uhanalaisia tai joihin toimintanne voisi vaikuttaa?   

 
6. Päästöt. Minkä verran yrityksenne aiheuttaa hiilidioksidipäästöjä? Ovatko päästöt 

suoraan oman yrityksenne aiheuttamia, vai välillisesti jonkin alihankkijan 
aiheuttamia? 

 
7. Jätteet. Tuottaako yrityksenne ympäristölle vaarallista vai vaaratonta jätettä? 

Minkälaisia keinoja teillä on hävittää jätteet: uudelleenkäyttö, kierrätys, 
kompostointi, poltto, hautaaminen, kaatopaikalle vienti vai jokin muu?  

 
8. Liikkuminen ja logistiikka. Millä kulkuvälineillä henkilöstönne liikkuu työajalla? 

Miten tuotteiden ja materiaalien kuljetusten logistiikka on yrityksessänne hoidettu? 
Tiedätkö, minkälaista polttoainetta liikkumiseen ja logistiikkaan tarvitsemiinne 
kulkuneuvoihin käytetään? 

 
9. Alihankkijoiden arviointi. Mitkä tekijät vaikuttavat alihankkijan valitsemiseen, ja 

onko ympäristötekijöillä mitään vaikutusta valintaan? Oletteko varmentaneet 
hankintaketjunne vastuullisuutta? Miten? Oletko huolissasi alihankkijoidenne 
toimista?   

 
10. Miten yrityksenne kasvusuunnitelmassa on otettu huomioon ympäristötekijöiden 

vaikutus? 

−  
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11. Miten ympäristövaikutukset nousevat esille yrityksenne päätöksenteossa (uudet 
mainosvälineet ja niiden sijainti, hankinnat)? Kuinka paljon niillä on merkitystä?  

  

12. Kuinka tärkeää ympäristövastuu on yrityksellenne? Miksi? Miten se näkyy?  
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Appendix 2. Interview questions for the members of the board: 

1. Kokeeko Outdoor Finland ympäristövastuun tärkeäksi asiaksi ulkomainosalalle? 
Miksi? Miksi ei?   
 

2. Mitä vaatimuksia ulkomainosyrityksen täytyy täyttää, päästäkseen Outdoor 
Finlandin jäseneksi? Onko kestävä liiketoiminta edellytys? Jos ei, voisiko se olla 
sitä tulevaisuudessa?  

 
3. Onko Outdoor Finlandilla käytäntöjä tai vastuita liittyen jäsenyritysten 

liiketoimintaan? Jos ei, niin voisiko sillä olla tulevaisuudessa?  
 
4. Voisiko Outdoor Finlandilla olla rooli sen jäsenyritysten ympäristövastuutekojen 

valvomisessa? Miksi? Miksi ei? 
 
5. Pitäisikö Outdoor Finlandin asettaa jäsenyrityksille tavoitteet saavuttaa tietty taso 

ympäristövastuuussa? Miksi? Miksi ei? 
 
6. Onko Outdoor Finlandilla resursseja tukea jäsenyrityksiään kohti kestävämpää 

liiketoimintaa? 
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Appendix 3. Presentation of findings and results. Presented to Outdoor Finland on 
September 11th 2019 
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